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ABSTRACT 
 
The purpose of the study is to narrow down the identified research gap by testing the impact of excessive packaging 
on green brand attachment empirically. Moreover, the study has analysed the role of green brand image and green 
brand attitude as mediators in the specified relation. It is expected that the damages caused to brand images by the 
excessive packaging are revealed by the research findings. This can support the enterprises in the development of 
strategy for green product packaging from the perspective of consumers. To achieve the objectives of the current study 
the data is collected from the consumer of sports industry. The SEM-PLS is used to analyses the data. The findings of 
the study suggest that the focus of consumers is more on the issues for protecting environment regarding green brands. 
This financial burden of the consumers is increased through excessive packaging along with a lot of waste. the study 
addressed the damage, which can be caused to the brand. It has been revealed through results that there is negative 
relation of excessive packaging of product with the green brand attitude of consumer and green brand image 
awareness. The green brand attachment is influenced positively by the green brand image and green brand attitude. 
The green brand attachment of consumer is influenced by the green brand image and green brand attitude through 
excessive packaging of product. Keywords: Green; Brand; Sports; Thailand. 
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INTRODUCTION 
 
A number of solutions have been raised by several countries about the issue of global warming. Global 
warming is considered to have a significant influence climate change. It is crucial to have a control on the 
problem of greenhouse gas emissions (GHG). 
 
This can be resolved through recycling of products. It has been claimed by the Environmental Protection 
Agency of United States that in 2014, total of 258 million tons of MSW (municipal solid waste) was generated 
in US (Challcharoenwattana & Pharino, 2016). The largest amount of generated MSW was made up of the 
packaging and containers (29.7 percent). This is equal to 34.6 percent rate of recycling. An annual reduction 
of almost 181 million metric tons of CO2 emissions was done from the passenger cars more than 38 million. 
The GHG emissions are reduced because of recycling (Sorunmu, 2018). It has been stated by the 2008 
report of National Environment Protection Council in Australia that the consumption increase was witnessed 
over last few years, which was consistent with the growth rate of GDP from 2003-2007. The problem of 
packaging recycling rate still exists. The packaging waste is dumped into landfills that causes land pollution 
and creates methane. It may go to the oceans and affect the marine life. Resultantly, the excessive packaging 
litter is crucial for those concerned with the issues of environment over recent years. Eco-friendly packaging 
can be promoted through establishing regulations and standards (Leonidou et al, 2016). Greening has been 
adopted by enterprises for different reasons including achievement of competitive advantage, law 
compliance, stakeholders’ pressure, and top management initiatives (Dechprom & Jermsittiparsert, 2018; 
Somjai & Jermsittiparsert, 2019; Sutduean et al, 2019; Jermsittiparsert et al, 2019). The significance of 
establishing a green image has been perceived by enterprises to reflect that they are aware of their social 
and environmental responsibilities considering the intense competitions. Moreover, environmental issues are 
given considered by the green consumers and they make decisions for purchasing on green products. 
Several organizations have initiated to formulate green marketing strategy to achieve competitive advantage 
(Kushwaha & Sharma, 2016). Moreover, the problems linked with the environment are increasing over the 
recent some years. Litter is created by excessive packaging, which cannot be dealt through recycling. The 
rate of recycling for packaging material is below 100 percent. There is need for organizations to consider the 
attraction and cost of packaging first while making the strategy about product packaging. When plastic bottles 
are discarded, consumers feel guilty. Consumers are concerned about the problems of excessive packaging 
the impact created on environment (Magnier & Schoormans, 2015). The problem of branded litter is involved 
by the above stated issues experienced by the organizations. The benefit and ability of green packaging and 
green marketing is focused by the previous research (Banerjee, 2017; Dangelico & Vocalelli, 2017). However, 
a limited number of studies have worked on analysing the issue of branded litter, which is caused by 
excessive packaging and its influence on the brand repute and consumer perception. For consumers, the 
excessive packaging and eco-friendliness are two complex issues related to environment. Uncertainty 
prevails in this regard. The purpose of the study is to narrow down the identified research gap by testing the 
impact of excessive packaging on green brand attachment (GBATCH) empirically. Moreover, the study has 
analysed the role of GRIM and green brand attitude (GBAT) as mediators in the specified relation (Ryu, 2017; 
Sasmita & Mohd Suki, 2015). It is expected that the damages caused to brand images by the excessive 
packaging are revealed by the research findings. This can support the enterprises in the development of 
strategy for green product packaging from the perspective of consumers. 
 
LITERATURE REVIEW 
 
An important element of a brand and product is its packaging (Doszhanov & Ahmad, 2015). The packaging 
of a product reflects is attributes. The product packaging is protective, attracted, and easier to unwrap. The 
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green packaging of product is rather different from normal packaging. The word green is referred as 
something, which is safe for the environment (Doszhanov & Ahmad, 2015). Therefore, a green packaging 
can be regarded as the one using recycled resources and it creates less damage to the environment during 
its life cycle. Therefore, the environment is not damaged by the green products. These can be recycled 
because of the reusable, recycling, and degradable materials. Excessive packaging has not been defined by 
any official source. It can be regarded as the packaging, which gives on additional weight to the product or it 
can be costly/large/flattering etc. 
 
GBAT 
The most effective ABC attitude model was proposed. According to him, the reflection of likes and dislikes of 
consumers is the affective component (Keller, 2016). The experiences about the object attitude are referred 
by the behavioural component. The thoughts, beliefs, and attributes related to an object are reflected by the 
cognitive component. A number of studies have adopted ABC model for development the eco attitudes to 
forecast the behaviours towards ecology (Choubak et al, 2019). The self-concept of an individual, focus on 
the environment, and self-consciousness for being the part of environment drives the eco attitude. 
The brand attitude is referred as the automatic effective reaction towards an object that is the subjective 
feeling of an individual for the entire brand (Charlton & Cornwell, 2019). The concepts of environmental 
sustainability and brand attitude are integrated in this research for defining the eco-attitude of consumer being 
the GBAT. This results in the entire judgment of green brand by the individual. 
 
GRIM 
The important factor of brand value is referred as brand image (Sasmita & Mohd Suki, 2015). The concepts 
and brand associations are formed by brand image. A better message of the brand is created by a strong 
image of brand as compared with its competitors. When a product has high brand image, it is certain that it 
possesses greater value and quality. Therefore, the spiritual image is positively shaped. The consumers are 
facilitated to support the brand by revealing their self-identities by the symbolic meaning. The brand attitude 
of an individual is influenced along with the loyalty and frequency of purchasing (Love et al , 2016). The 
perception of consumer about a brand to be eco-friendly and sustainable is referred as brand image for the 
green brand (Sasmita & Mohd Suki, 2015). Higher quality is perceived by consumers along with GRIM of a 
company when t provided products, which are eco-friendly. 
 
GBATCH 
The level of perception relation between the specific object and the individual is referred as attachment. It is 
the outcome of long-term association between the individual and brand. When the relation is close, the brand 
attachment becomes stronger. When an individual considers brand as his part, the attachment becomes 
brand-self connection (Loureiro et al, 2017). Further, when the affection and cognition of the relation of an 
individual and brand is reflected by a brand, it becomes brand prominence. Three types of consumptions of 
GBATCH are indicated by this research (Hwang et al, 2019). The firs type involves the purchase of green 
products for self-satisfaction and reflecting concern and positive contribution to the natural environment. The 
second consumption involves the purchase for enriching the self and linking the green image with the ideal 
self in future. The third consumption involves the purchasing for supporting oneself to solve issues. 
 
Prior Relevant Research Models 
The relation between brand evaluation and branded litter was analysed by. It was suggested that a negative 
brand message could be conveyed by the branded litter that creates an influence on the brand attitude of 
consumer, brand personality, and intention to purchase. One of the branded litters is excessive packaging of 
product. The relation between the GRIM, GBAT, and excessive packaging of product has been explored by 
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(Sasmita & Mohd Suki ,2015). The three staged effects model was built by (Pansari & Kumar ,2017) about 
the research on brand management and behaviour of consumers. In the first stage, the knowledge and 
awareness about the consumer is established in cognitive stage. The belief and affection for consumer is 
constructed in the affective stage. In the third stage, the purchase is resulted by the behaviour stage. Brand 
image has been linked with brand awareness by most of the research studies. The brand attitude and eco 
attitude of consumer resulted in GBAT. Therefore, GRIM and GBAT has been used to evaluate the green 
brand awareness of consumers in the cognitive stage. GBATCH has been position in the affective stage. 
Keller proposed the brand equity model based on customers (Ansary & Hashim, 2018). The perceptions of 
consumers about the brand are measured in four levels. These levels include identity of brand, meaning of 
brand, response of brand, image of green brand at the level of brand meaning level, attitude of green brand 
at the level of brand response, and attachment of green brand at the level of brand relationship. 
 
Hypothesis 
Consumer becomes conscious about the environment, when it is greatly involved in the issues of 
environment. This results in development of a positive attitude for the brands, which are environmentally 
sound. The problem of packaging waste has been realized by consumers. The situation of environment can 
be worsened by excessive packaging. It has been shown by a number of empirical studies that the attitude 
of consumer for environmental protection results from moral reasons. The immoral organizations will be 
boycott by the consumers and the purchasing decisions are changed. It was found by Thøgersen’s research 
(Stø & Strandbakken ,2017) that almost 75% of respondents to go for the products, which are environmentally 
safe. It is suggested by the behaviour theory that behaviour is directly determined by the subjective norms. 
The obligation belief for not using product having excessive packaging can be measured by the subjective 
norm of avoiding products, which can result in waste. The attitude of consumers is changed, when they 
realize that environment can be damaged by the excessive packaging. Therefore, subjective norms, beliefs, 
and cognition ability is developed to choose the products, which are packaged through eco-friendly strategy 
(Doran & Larsen, 2016). Therefore, it has been asserted by this research that excessive product packaging 
(EXPP) is considered by consumers as unfriendly for the environment resulting in negative attitude of green 
brand. In this regard, the following hypothesis has been proposed. 
Hypothesis 1: The EXPP is in significant relationship with the GBAT. 
 
An important element of the product and brand is the packaging of product. The characteristics of a product 
are revealed by its packaging as it shows several factors linked with brand (Simmonds et al, 2018). These 
attributes create a brand image, which is unique. Therefore, it becomes a method for the marketing of brand. 
In order to develop relationship of brand and consumer, product packaging lasts for longer as compared with 
some other changing tactics of marketing. This can create a vivid image of brand (Suomi et al, 2018). The 
focus of consumers is more on the issues for protecting environment regarding green brands. This financial 
burden of the consumers is increased through excessive packaging along with a lot of waste. The GRIM is 
linked with negative impression resulting from brand litter. Moreover, it was discovered by (Jayaram & 
Avittathur ,2015) and (Sasmita & Mohd Suki ,2015) that when green initiatives are adopted by enterprises, 
the eco-friendliness and cost-effectiveness is increased. In the similar way, the band image is improved, and 
brand differentiation is created. It has been argued by this study that the image of green brand is affective by 
the EXPP in a negative way. In this way, the following research hypothesis has been developed: 
Hypothesis 2: The EXPP is in significant relationship with the GRIM. 
 
The concepts of brand attachment and brand attitude are not same rather confusing. The positive or negative 
evaluation of an individual for the brand is reflected by brand attitude and this can be developed in a short 
period (Ryu, 2017). However, the affective relation of an individual with the brand is referred as brand 
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attachment. It refers to the willingness of the consumer to respond to the brand and it develops in long term. 
The development of brand attitude is done in the cognitive stage and brand attachment is developed in 
affective state based on the required time for development. The brand attitude has a weak association with 
the brand but the brand attachment improves the relationship and results in greater level of brand attitude 
(Ahn & Back, 2018; Ryu, 2017). A brand is considered as a relationship partner, when it is linked with the 
consumer. This supports in the achievement of personal goals and the hardship experienced can be resolved 
by this. GBATCH has been defined by this study as the level of perceptive relation between a certain green 
brand and the consumers. When consumer makes a brand a part of his life, the affection and emotional 
features get involved along with trust, intimacy, commitment, and self-linkage creating a significant meaning 
for the development of consumer-brand association (Chen et al, 2017). Therefore, it has been proposed in 
this research that GBATCH is positively influenced by GBAT leading to the following research hypothesis. 
Hypothesis 3: The GBAT is in significant relationship with the GBATCH. 
 
The consumer judges’ value through brand. The products, which comply with their self-concept, are chosen 
by the consumers while those are rejected that are not up to their expectations and values. Brand avoidance 
has been categorized into three different types by (Suomi et al, 2018). The first category has been derived 
from the consumer’s first experience, which was not satisfactory. The second is resulted from the 
identification avoidance when there was a mismatch between the brand image and one’s identity. The third 
is derived from the moral avoidance when there is a conflict between the brand value and one’s identity. The 
negative thoughts of consumer are resulted from brand avoidance and this reduces the level of brand 
attachment. The brand cognition of consumer is influenced by brand image, which refers to the brand 
association of consumer (Huang & Sarigöllü, 2014). The consumer must be facilitated to considered brand 
as eco-friendly for establishing GRIM in a successful manner. When consumers consider the match of self-
value and GRIM, it creates a stronger level of brand attachment (Sasmita & Mohd Suki, 2015). Moreover, it 
was noted by Chen et al. (2017) that there is positive association between brand image and emotional brand 
attachment. The result was concluded from the analysis conducted through an online website of social 
network. Therefore, it is asserted by this research that GBATCH is positively affected by GRIM. Therefore, 
the following research hypothesis has been formulated. 
Hypothesis 4: The GRIM is in significant relationship with the GBATCH. 
 
The product is regarded by the consumer as a symbol of the goals, characteristics, ideals, and social types. 
Therefore, consumer purchase product for its symbolic representation and functions. In the symbolic meaning 
of product packaging, the environmental awareness, reputation, expertise, convenience, value, etc. are 
included (Chen et al., 2017). These factors enrich the value of brand and strengthen the inheritance f brand. 
Moreover, it influences the relation of consumer and brand (Doszhanov & Ahmad, 2015). The packaging of 
product can become an important element of the life of consumers and support them in judging the quality. 
This improves their relation and involvement with the brand. This is a crucial source of brand equity. It may 
not be easier to use product because of inconvenient packaging and results in negative impact on the relation 
of brand and consumer (Chen et al., 2017; Magnier & Crié, 2015). From the perspective of environmental 
management, green products are supported by green consumers because of lower impact on the 
environment. Therefore, the anxiety is reduced for uncertain and unknown variables of the environment. In 
this way, consumer experiences a close attachment with the green brands. In case, consumers come to 
know about the excessive packaging of green brands resulting in higher litter, their decision is changed and 
leads to low emotional attachment to that brand. It has been argued in this study that there is positive relation 
between excessive packaging of product with GBATCH. The following research hypothesis has been 
proposed based on above discussion: 
Hypothesis 5: EXPP is significantly related to GRIM. 
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It has been asserted by this study that GBATCH is negatively affected through excessive packaging of 
product. The negative relation of GBATCH and excessive packaging of product is mediated through GRIM 
and GBAT (Ryu, 2017; Sasmita & Mohd Suki, 2015). The excessive packaging of product is antecedent in 
this framework of research and the GBATCH is the consequent. However, GRIM and GBAT are considered 
as the two partial mediators in this research. The misleading behaviour of a firm in green marketing field, 
which mislead consumers regarding the green products’ environmental features is referred as Greenwash 
(Chen et al., 2017; Dangelico & Vocalelli, 2017). Considering the significance of greenwash in the market, it 
has been argued by this research that GBAT is not significantly influenced through GRIM (Sasmita & Mohd 
Suki, 2015). However, there is a positive association between brand attitude and brand image in the 
marketing field. Because of this, the path between GBAT and GRIM is taken out by this research. 
Hypothesis 6: GRIM mediates the relationship between EXPP and GBATCH. 
Hypothesis 7: GBAT mediates the relationship between EXPP and GBATCH. 
 
METHODOLOGY 
 
The consumer level has been used as the unit of analysis in this study. The questionnaire survey approach 
has been used in this study, which has been based on the findings of relevant literature studies. The results 
of the questionnaire will be used to test the research framework and formulated hypothesis. The content 
validity of the questionnaire is of high level in this study. For the purpose of data analysis, present study 
employed descriptive and inferential statistics. Descriptive statistics were obtained by using SPSS v.22.0. 
These statistics provide comprehensive understanding about demographic variables and profiles of the 
respondents. The central tendency and data variability were shown and discussed for further detail of the 
subject matter. Afterwards, the inferential analysis was carried out by employing Partial Least Square 
Structural Equation Modelling through Smart PLS 3.0. Subsequently, from nine selected public universities, 
the researcher collected a number of 700 questionnaires. During data screening process, 9 questionnaires 
having missing data were omitted. Thus, the remaining 351 useable questionnaires with 50.5% response 
rate were then further used to perform statistical procedures. This is in line with recommendation, who 
suggested above 30% as the satisfactory response rate. Regardless of the popularity of PLS-SEM in social 
and behavioural sciences as a statistical method to perform multivariate data analysis, its application in 
education sector has increased only recently. SEM groups refers to the methods of data analysis to 
investigate any existing relationship among observed and latent variables. Particularly, PLS-SEM application 
provide useful understanding of the certain phenomena which cannot be observed directly, such as abilities, 
perception, attitudes, characteristics, and intentions, that are often associated with education research. The 
structural equation modelling (SEM) generally integrates the factor analysis and linear regression. Two 
approaches are used to perform statistical analysis through SEM framework, these are covariance-based 
SEM (CB-SEM) and partial least square structural equation modelling (PLS-SEM). CB-SEM is a popular 
approach which is often applied to carry out statistical analysis using AMOS, MPLUS, and LISREL software. 
Each SEM type has different objectives, make different assumptions, and use different methods of 
estimation. PLS-SEM was advanced by (Sarstedt & Cheah ,2019), to explain the variance in dependent 
variables through OLS estimation. 
 
RESULTS 
 
This study specifically employed PLS technique for the following reasons. 1) It is an effective approach for 
complex models involving several manifested and latent variables. 2) In terms of error term and residual 
distribution, PLS analysis has no stringent criteria. 3) This technique can also be applied to reflective and 
formative measurement models, as suggested by (Henseler et al ,2015). 4) PLS provide accurate explanation 
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of measurement errors and effectively estimates the moderation or mediation effects (Carrión et al, 2016). 
PLS path models involving hierarchical constructs with disaggregation method or complex models with 
mediating and moderating effects can be ideally estimated through PLS path modelling (Hair et al, 2017). 5) 
PLS-SEM provides valid and comprehensive outcomes, as compared to other techniques which provide lucid 
findings but requires various other analysis to be performed separately (Mueller & Hancock, 2018). Thus, the 
study preferred PLS path modelling over CB-SEM for the data analysis. The first step in PLS analysis is the 
estimation of measurement or outer model to assess indicator loadings of particular constructs. Therefore, 
to check the consistency of instruments used for measuring model constructs, a reliability test was conducted. 
In addition, validity test considers the respective instrument’s ability of measuring a construct (Janadari et al, 
2016). Besides, the measurement model also demonstrates the nature of relationship among observed and 
latent variables. Thus, the construct validity is established by estimating the instruments’ convergent, content 
and discriminant validity (Hair et al , 2016). 
 
 
 
Figure 1. Measurement Model. 
 
Afterwards, the outer loadings for all the individual constructs were computed to assess the items reliability 
using PLS-SEM technique. Commonly, items with 0.40-0.70 loadings are preserved (Hair et al , 2014), 
however, keeping those items which exhibit above or equal to 0.70 item loadings is more appropriate 
(Henseler et al., 2015). In view of (Henseler et al, 2015), less than 0.30 item loadings indicate poor loadings, 
within 0.31-0.50 indicates fair loadings, within 0.51-0.60 indicates moderate loadings, and within 0.61-0.80 
and 0.81-1.00 indicate moderately strong and very strong loadings, respectively. However, item loadings 
must be above 0.30 or above score for mutual relationship. 
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Table 1. Outer Loading. 
 EXPP GBAT GBATCH GBIM 
EXPP2 0.904    
EXPP3 0.916    
GBAT1  0.928   
GBAT2  0.915   
GBAT3  0.931   
GBATCH1   0.934  
GBATCH2   0.903  
GBATCH3   0.892  
GBATCH4   0.904  
GBIM1    0.878 
GBIM2    0.836 
GBIM3    0.903 
GBIM4    0.909 
GBIM5    0.868 
EXPP1 0.925    
 
Convergent validity is defined as the extent that two measures that are theoretically related are actually found 
to be related even after the statistical analysis. However, the measures that are used for establishing 
convergent validity are average variance extracted (AVE), factor loadings, and composite reliability (Hair et 
al., 2014). Initially, the study analysed item loadings and obtained greater than 0.50 factor loadings for all 
items, which is consistent with the recommended level suggested by (Tzempelikos & Gounaris ,2017) that 
is, the minimum acceptable range for item loadings is greater or equal to 0.50. The item loading for only one 
item does not fall under the acceptable criteria, as shown in Table 2 Afterwards, the composite reliability was 
checked, it shows the extent to which an item reliably specifies the underlying construct. For all constructs in 
this study, CR values were found between 0.872 and 0.968, which were also consistent with the acceptable 
level of 0.70 as suggested by (Tzempelikos & Gounaris, 2017). Subsequent to this, the degree of common 
variance between indicators was calculated which is termed as the average variance extracted (AVE) with a 
recommended level of 0.50 or above (Hair et al., 2017). The AVE values obtained for this research lies 
between 0.512-0.834, which shows that the convergent validity is established. Table 2 shows the CR values 
for work commitment (to obtain the second-order construct). Since work commitment is the dependent 
variable in the reflective model, therefore, for this case composite reliability is suggested. 
 
Table 2. Reliability. 
 Cronbach's Alpha rho_A CR (AVE) 
EXPP 0.902 0.903 0.939 0.837 
GBAT 0.915 0.917 0.946 0.855 
GBATCH 0.929 0.930 0.950 0.825 
GBIM 0.926 0.928 0.944 0.773 
 
The discriminant validity observes whether a particular measure is unrelated with other measures after 
performing the analysis. Discriminant validity confirms the construct validity of the measurement model, by 
observing the square roots of AVE’s to the correlations between the latent constructs. The recommended 
score for AVE is greater or equal to 0.50. Furthermore, AVE’s square roots must exhibit greater values than 
the correlations between latent constructs. 
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Table 3. Validity. 
 EXPP GBAT GBATCH GBIM 
EXPP 0.915    
GBAT 0.861 0.899   
GBATCH 0.670 0.636 0.908  
GBIM 0.883 0.893 0.691 0.879 
 
 
 
 
Figure 2. Structural Model. 
 
Subsequent to outer model estimation, inner model was estimated which involves statistical testing of the 
proposed hypotheses, through estimating t-values and path-coefficients. A bootstrapping procedure was also 
applied in this study, using 500 resamples to determine the path coefficients’ significance for testing the 
hypothesized relationships between the variables. (Ringle et al, 2018) suggested that bootstrap samples of 
200-1000 are sufficient to incur adequate standard error estimates. 
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Table 4. Direct Relationship. 
 (O) (M) (STDEV) (|O/STDEV|) P Values 
EXPP -> GBAT 0.861 0.861 0.024 35.825 0.000 
EXPP -> GBATCH 0.271 0.271 0.115 2.353 0.009 
EXPP -> GBIM 0.883 0.883 0.021 42.984 0.000 
GBAT -> GBATCH -0.003 0.007 0.097 0.034 0.486 
GBIM -> GBATCH 0.454 0.446 0.147 3.096 0.001 
 
Tale 5. Mediation. 
 (O) (M) (STDEV) (|O/STDEV|) P Values 
EXPP -> GBAT -> GBATCH -0.003 0.007 0.085 0.034 0.487 
EXPP -> GBIM -> GBATCH 0.401 0.393 0.128 3.127 0.001 
 
Observing the coefficient of determination or R2 value is an appropriate measure to assess structural model 
(Hair et al., 2014). R2 value for the endogenous construct explains the model strength and describes 
proportion of variance in endogenous variable which is explained by the exogenous variables involved in the 
model. According to Ringle et al. (2018), the following R2 values i.e. 0.67, 0.33 and 0.19 are specified as 
large, medium and small, respectively. The R2 value for work commitment satisfies the recommended criteria, 
as shown in Table 6. 
 
Table 6. R-square. 
 R Square 
GBAT 0.740 
GBATCH 0.494 
GBIM 0.780 
 
Lastly, model’s predictive relevance was determined to measure the quality of the model (Hair et al., 2016). 
For model’s predictive quality, cross-validated redundancy measure (Q2) can be employed. This measure is 
a sample re-using technique, which explains that Q2>0 specifies model’s predictive relevance for endogenous 
construct. 
 
In addition, blindfolding method is also used in PLS software to determine the predictive relevance. For 
estimating parameters, few cases were carefully handled and omitted from the analysis as missing values 
(Hair et al., 2014; Ringle et al., 2018). 
 
Table 7. Blindfolding. 
 SSO SSE Q² (=1-SSE/SSO) 
EXPP 651.000 651.000  
GBAT 651.000 257.352 0.605 
GBATCH 868.000 537.036 0.381 
GBIM 1,085.000 466.326 0.570 
 
Kerdpitak et al. / The mediating roles of green brand image                                             JOURNAL OF HUMAN SPORT & EXERCISE 
S2212 | 2019 | Proc5 | VOLUME 14                                                                                 © 2019 University of Alicante 
 
 
 
Figure 3. Q-square. 
 
CONCLUSION 
 
A research framework has been proposed by this study about analysing the influence of excessive packaging 
of product on the cognition of brand image and attitude of consumer. Therefore, the study addressed the 
damage, which can be caused to the brand. It has been revealed through results that there is negative relation 
of excessive packaging of product with the GBAT of consumer and GRIM awareness. The GBATCH is 
influenced positively by the GRIM and GBAT. The GBATCH of consumer is influenced by the GRIM and 
GBAT through excessive packaging of product. This causes brand avoidance and results in damages to the 
brand (Korpela, 2016; Sasmita & Mohd Suki, 2015). It has been hypothesized that strong obligation and 
beliefs for reduction in waste are resulted from the increased awareness about the ecology. Green products 
are purchased by consumers because of their functioning and prevention behaviours. Therefore, the GBAT 
of consumer is negatively influenced by the excessive packaging of product. The brand and product have an 
important element, which is Packaging. The packaging part of a product reveals its characteristics, attributes, 
and shapes the image of the brand. For the marketing of brand, the packaging of product acts as a double 
edge sword. A vivid and positive image of the brand can be created, which results in negative image of brand 
for the litter it produces (Suomi et al., 2018). Therefore, the cognition of consumer for the image of green 
brand can be damaged by excessive packaging of green product. It has been found by study that there is no 
significant association between GBATCH and excessive packaging of product. The proposed hypothesis is 
not supported by the results of the study, which stated that the product packaging has the symbolic meaning. 
Further, it was proposed that the brand attachment would be enhanced by the fear of increasing the 
environmental issues. The study signifies that GRIM and GBAT play a crucial role in the relation of consumer 
and brand (Doszhanov & Ahmad, 2015). It is suggested that the GBATCH experience indirect damaged to 
the relation of brand and consumer affective. Moreover, the previous literature studies have discussed the 
problem of excessive packaging from a broader perspective. However, it has not been incorporated as a 
main variable. This is because of the value of product overridden by the other concerns previously. This has 
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result in several studies on the design of packaging to fulfil the preference of consumer and preserve the 
value of culture. The packaging of product is crucial for the product and brand. The study makes four 
contributions to the existing literature theoretically. Initially, the concepts of environmental protection and 
green marketing are combined by this study in the development of research framework to establish 
attachment of green brand from the aspect of excessive packaging of product, GRIM, and GBAT. The second 
contribution of the study is the analysis of relation of green band attachment and EXPP, which was not 
explored previously. The GBATCH cannot be influenced directly by the excessive packaging of product 
(Doszhanov & Ahmad, 2015). It creates indirect negative influence on the GBATCH through GRIM and GBAT 
(Sasmita & Mohd Suki, 2015). In this way, the identified research gap has been filled. The third contribution 
of the study is through identifying the relation between GBATCH and EXPP. This relation is mediated by the 
GRIM and GBAT. The fourth contribution is through exploring that the GBAT and brand image is increased 
through reduction in the excessive packaging of product. This can create a positive influence on the 
attachment of green brand. The research on sustainable development and green marketing has been 
extended by this research. Three practical contributions have been made by this study. The first practical 
contribution is the verification that the GRIM and GBAT increase with the decrease in excessive packaging 
of product. When companies aim at increasing the attachment to green brand for their product selection, the 
products with excessive packaging should be avoided. The second contribution is the context of sophistically 
marketing. It is important to give awareness to the retailers, which are the source of communication between 
the producers and consumers to reduce the excessive packaging of product to improve the attachment to 
green brand. There is need for the companies to improve the GRIM and GBAT. In this research, the GRIM 
and GBAT act as mediators (Papista & Dimitriadis, 2019). The study reveals that GRIM and GBAT can result 
in improved attachment to green brand. The results of the study found that it can be understood by the 
companies that eco-friendly packaging of product van reduce the issues of environment along with other 
potential benefits. Eco-friendly packaging results in low cost for warehousing and transportation. It fulfils the 
requirements of consumers about use of green materials. Moreover, green consumers are attracted through 
eco-friendly packaging. The brand is evaluated positively when the consumers possess positive emotions 
and vice versa. The brands should not be linked with any negative experiences or content including excessive 
packaging (Knittel et al, 2016). The value promotion of environmental problem solving, or green branding can 
be contributed by the green packaging. The companies should not overdo it. The psychological reactance 
theory suggests that when the social pressure to avoid excessive packaging is increasing, the opposite 
behaviour will be exhibited. For both enterprises and consumers, it is true. The concerns of consumers 
increase for the green brands and green products. For enhancing the benefits of green products in terms of 
functions, the companies should value the brand and give importance to the damages besides the green 
packaging of product. Most of the enterprises are experiences issues in creating a balance between the 
issues of environmental protection and financial profitability. It becomes important to resolve the issue of eco-
friendly packaging of product and product promotion. It has been suggested by this study that there is need 
for companies to focus on the positioning of brand and consumer attraction through beautiful product 
packaging. The products, which are green, are positioned as those protecting the environment. In this way, 
natural products are providing that yield the same functional benefits as compared with the normal products. 
However, the green products address the issues of environment. Therefore, the marketing of green brand 
should focus on the basic value of brand for the green consumers. The target respondents in this study 
comprised on young generation. In this way, the study cannot reflect the situation for all the consumers. 
Moreover, the definition of excessive packaging of product differs with the type of products. Therefore, it is 
not recommended for the future studies to work on analysing the packaging issue for different type of product. 
Further, it is suggested that experimental design methodology can be adopted by future studies to test the 
related topics regarding the excessive packaging of product. 
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